


EXTERNAL 
MEASUREMENT: 


Service as our 


customers see it 
External First-Class Measure 
ent (EXFC) is giving us a look 
it Our performance from the 
tomer s point OF view, and 
the point of view that 
st,” says Ann McK 
mn, Consumer Advocate 
tal Service 
h look at service per 
she explains, is being 
y the international 
ulting and accounting firm of 
e Waterhouse. The company 
ear won a contract to 
¢ First-Class Mail delivery 
ince and to provide 
urterly reports on how well the 
tal Service is mecting it 
two- and three-day 
mitments 
So how are we doing? 
During Postal Quarter IV 
1 June through September 
1990, EXFC showed that 80.6 
t of First-Class pieces 
‘stined for overnight delivery 
de reached customers on 
EXFC also found that 74.4 
»f mail targeted for two 
and 81.1 percent for 
y delivery hit the mark 
More recently, Postal Quarter I 


1991 results showed delivery 


continued on page 4 





March-April 1991 


+ Oe eee 


oo € 


8 Olympics: Bringing 
home the gold 
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worldwide Cravenge 


ier’s best friend, next 
to his rifle, is the postman.” 


. 
—+ht, General Walt Boomer stationed in Saudi \raieNiggA week 


Mail call in the desert 
“The fami 


and friends Of servicemen and women have always 
utiderstood th 








ital link se has in keeping up morale amongour 
sen stationed overseas,” says Captaingfack Burner, de putwuie 
@orot the Military Postal Service Agent y. “But with Operation 
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T he general public and 
family members and 
friends of our armed forces 
recently stationed in Saudi 

Arabia for Operation Desert 
Shield and, now Desert 


Storm, have responded by 


sending about 275,000 
pounds of mail a day 
The mail speaks 


volumes about the collec 
tive American apprec lation 


of our young men and 


serving in the 


Middle East 


newed interest in our 


women 


And this re 





military has sparked 
s in mail to those 
stationed in other parts of 


the world as well 

Postal employees across 
the country have done a 
tremendous job processing 
this mail and are working 
closely with the Military 


Post Office Agency and the 











Heywood J. Girion 


it’s about 
time 


Page 2 is designed as a forum 
for ideas in which postal 
employees as well as customers 
and other representatives of the 
private sector can share their 
thoughts about the Postal 
Service. 


Military Airlift Command 
(see cover story) to deliver 
the mail to its destination 

The outpouring of letters 
and packages — as much as 
five letters a day for every 
serviceman and woman 
adds up 0 tremendous 
support and caring 

It is an enormous 
volume of mail fora 
society that has moved 
away from letter writing as 
the primary source of 
personal communications 
But letter writing is 
important. Soldiers sta 
tioned in Saudi Arabia will 
tell you their two most im 
portant things are their 
weapons and mail 

When you think about 
communicating to places as 
far away as Saudi Arabia or 
as Near as across town, a 


letter is still the best bet 


AG 


T he lifeblood of postal 
profitability is threat- 
ened every day by competi- 
tors who offer statistical 
“proof” that they deliver the 
message faster and better 
than the Postal Service. 

But now, with its new 
External First-Class Meas 
urement System (EXFC), 
the Postal Service finally is 
recognizing, and meeting 
head-on, its competitors in 
delivery and for advertising 
revenue. 

Third-class Bulk 
Business Mail and, to a 
lesser extent, First-Class 
Mail, compete directly with 
the big guns of the mass 
media. The stakes for all 
of us are high. 

Marketing and advertis- 
ing executives, all of whom 


depend on external forms of 
waa 


ae a 4 
measuremém for business 
decisions, spend hundreds 
of thousands of dollars 


eeecee@ 
And at the new First-Class 
rate of 29 cents an ounce, it 
still is a bargain 

After 10 months of 

review including public 
hearings before the Postal 
Rate Commission (PRC), 
the PRC recommended, the 
Board of Governors 
approved and the Postal 
Service implemented new 
postage rates for all classes 
(See 


“Rates” on page 13.) 


of domestic mail 


Although these raics are 
still reasonable compared to 
other industrialized western 
countries, higher rates are 
not the best solution to 
balancing our revenues and 
expenses. We must 
continue to work smarter 
and more productively, and 
make efficient use of our 
automated equipment to 
control costs. That will help 
us keep future rate in 
creases below the rate ot 


inflation 


annually to set baselines 
and monitor advertising 
awareness and recall 

In such a research-driven 
marketplace, it is not 
surprising that advertising 
executives have met the 
Posta! Service’s announce- 
ment of its new measure 
ment systems with a clear 
message: “It’s about time.” 

The needs of direct mail 
marketers and advertisers 
are based on three key 
elements: the offer, timing 
and audience. 

The “offer” 1s tradition- 
ally tested and presented by 
the mailer, but Postal 
Service performance 
directly impacts the two 
remaining elements: timing 
and audience 

Dated retail mail must 
‘berdel#vered within a 
narrow window for the 
sender — usually a large 
retail store 


to maximize 
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customers have 





alternatives to using 
the mails. Excessive 
rates tacked onto a 
continued perception of 
less than excellent service 
would be just the ticket to 
send them to our competi 
tors 

That's why we should 
view our independent 
external measurement 
systems (see “External 
measurement” on page 1) 
as valuable tools for 
making solid business 
decisions. No one told us 
to start doing this; we did it 
voluntarily 

I'd grade our initial 


overall results as a “low B.~ 


the potential for return. 

External measurement 
will facilitate scheduling 
and lead to more consistent 
delivery time frames 

The second key element 
which the Postal Service 
impacts directly is audi- 
ence. Mail is unique in its 
ability to target both current 
customers and potential 
customers, SO measurement 
efforts to assess mailing list 
quality and deliverability 
are extremely important 

We believe EXFC 
clearly establishes the 
Postal Service’s commit- 
ment to service standards 
In addition, the Third-Class 
Mail Analysis System 
(TCMAS) is an important 
first step in assessing the 
delivery characteristics of 
third-class mail, while the 
Customer Satisfaction 
Index (CSI) supports efforts 
to “sell” the mail if high 





eeeeee G@eeeeeee @ © 8@ @ 
¢@e 






































Ma GREECE 


But we have the incentive 


and know-how to raise that 
Can we ever earn an 
‘A+? Probably not, but 


we can strive for an “A. 


grade 


And when we achieve that 
while maintaining reason 
able rates, we know we will 
be providing the excellent 
service we promise our 
customers the owners of 
the Postal Service 

Anthony M. Frank 

Postmaster General 


levels of customer satisfac- 


tion can be achieved. 
As with any new mea- 





surement system, there are 
concerns about the potential 

for negative “press” and 

adverse reaction if external 
measurement scores are not 

high. In the advertising 





community, baselines are 
important but not as 
important as what occurs 
over the long term. 

The challenge will be to 
enhance performance in 
meeting and, hopefully, 
exceeding the expectations 
of our mutual concerns 

Ultimately, that’s what 
will keep customers where 
they should be — using the 
mail. 

Heywood J. Girion 

President, Mailing 

Services Inc., 
Hillside, NJ 
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This ts your magazine. If you have any 
ommnenis, news about employees, stury 
ideas. of interesting postal ancodotes, we 
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A majority of Americans believe mail 
service offers the most “value for the 
dollar” over a variety of services 
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Measurement 


from page I 


performance remains virtually un 





ged. Overnight performance rose to 


80.8 percent. Two- and three-day 

livery performance dipped fractionally 
to 73.9 percent for two-day and 80.96 
percent for three-day service 

While the Postal Service 

' ; 


xerform at a level the Postmaster General 


continues to 


‘low B 


haracterizes as a employees 


across the country are making efforts to 
prove those scores 
Phere is room for improvement, and 
EXFC is helping to show the way,” says 
Arthur Porwick, Assistant Postmaster 
General, Operations Systems and 
Performance Department 
Porwick says the system is providing 
the Postal Service a baseline from which 
» work, while showing managers where 
changes can help improve performance 
A new yardstick 


One significant change, says Robin 


EXFC 


stick we have traditionally used to 


son, is that lengthens the yard 


measure service. In the past, we have 
reported service performance from th 
time a 


postmark or meter date to the 


piece of mail reached the delivery unit 
EXFC, on the other hand, is ar 
external measurement of our slot-to-slot 


lelivery performance,” says Robinsor 


It measures service from the time First 
Class Mail enters the system until it ts 
reported delivered in the home or small 
business 

The United Kingdom's Royal Mail 
instituted a similar external measurement 
Robinson 


The first results shocked the Post Office 


SVStem [Wo Vea;rs avo, Says 


by showing actual performance was 13 


points lower than what British postal 


authorities claimed.” (See “External 


measurement...English style” on page 5.) 


The British Post Office had 1 


ched 


previously on a postmark-to-delivery 
office Measurement system just as we did 
with the Origin Destination Information 


System (ODIS). These internal systems 
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are comfortable and familiar to deal with.” 


“EXFC, on the other 
gives us a look from the ¢ 


says Robinson 
hand ustomer’s 


pormnt of 


| view.” 

Because the collection process and 
accuracy of mail delivery have never 
been included when measuring service, 

the initial results are really going to 
change the way we view ourselves 
says Robinson. “It represents an 
enormous cultural change.” 
A tool for improvement 

Once the dust settles from the initial 
results, postal employees must decide 
what to do with the information 

We are certainly not pleased with the 


numbers.” says Porwick, “but we will get 


better over time 


The most important 














all levels will 
respond to them 
because we take 
pride in providing 
good service to our 
customers,” he 
adds 
Creating the 
baseline 

Under a 





contract awarded 
last February by 
the Postal Service, 


Price Waterhouse 





will use more than 
one million 
seeded’ pieces ot 
First-Class Mail 
annually to track 
delivery time from 
the deposit of the 
mail to its reported 
receipt. ZIP Code 
areas are tracked 
in the 86 cities that 
receive 60 percent 
1 all First-Class 
Mail 
According to 

Robinson, the 

Di S 29 
different types of 


cards, letters and 





larger envelopes 


boxes. The mail is addressed to about 5,000 people recruited 
by Price Waterhouse to report on delivery to their residences 


ind small businesses 


improvement is needed 


transportation network,” says Porwick 





weaknesses in their systems,” adds Porwick 


thing is that the Price Waterhouse measurements show where 


“Managers and supervisors are using the information to 
analyze operations and to take steps to determine and correct 


Delivery and collection operations seem to be the obvious 
areas to examine in cases where test results showed poor 
performance. “But we are also taking a look at our sorting and 
“Mistakes in either of 
these areas can cost us one or more delivery days 

“Now that emphasis on service performance measurement is 
shifting to an external view, I believe that there will be im 
provement over the baseline in the coming months. As we 


learn to interpret and understand these results, postal people at 


Kingdom's Royal Mail 


Previous internal measurements showed an 87.1 percent 
on-time, next-day delivery, but “first independent results 
proved we were 13 points off,” says Nick Lillitos, controller 
for Press and Broadcasting for the British Post Office 


What happened? 
Traditional (internal) mail measurement systems 


Two years ago, results of its first independent “end-to 
end” external measurement system jolted the United 












Mail collection in the U.K 


yostmark to delivery office over time 
y 


show a trend toward an almost 100 percent achievement of quality targets,” says Sir Bryan 
Nicholson, chairman and chief executive of the Post Office 

Customers become confused and disbelieving,” says Nicholson, “when their expectations 
progressively raised by announcements of improved service are not matched by the reality 


How we measure up 


Three external measurement systems implemented this year will provide information 
about how we're doing. Two of the systems, EXFC (First-Class measurement) and 
TCMAS (third-class measurement) measure siot-to-slot service performance. The 
Customer Satisfaction index (CS!) provides a measurement of overall customer 
Satisfaction with us and customers’ ratings of the individual services we provide. 


External First-Class Measurement System (EXFC) 

The international consulting and accounting firm of Price Waterhouse is independently 
measuring slot-to-slot mail delivery. EXFC measurements are based on quarterly 
mailings of more than 400,000 pieces of First-Class Mail and focus on households and 


small businesses. Reports are issued each quarter. 


Customer Satisfaction index (CSi) 


This program measures overall customer satisfaction with postal services. Customers 
Surveyed are asked to rate elements such as delivery and retail services, along with 
telephone experiences, and how the Postal Service responds when customers say there 


is a service problem. 


implemented in 40 management sectional centers (MSCs) in Quarter | , FY 91, results 
released in January by Opinion Research Corporation show that 53 percent of 
customers surveyed rated postal services as “excellent” or “very good.” Thirty-four 
percent rated our service as “good,” while 14 percent rated performance as “fair” or 
“poor.” The CSI will be expanded to include ail MSCs by the end of this fiscal year. 


Third-Class Mail Analysis System (TCMAS) 


Beginning this spring, National Data Corporation will provide reporter-based delivery 
information to third-class mailers who have subscribed to the system. Test ZIP Codes 
where the mail will be delivered represent areas that account for almost 40 percent of ali 


destinating third-class mail. 


Customers subscribing to the system will have daily access to the delivery 
performance of their individual mailings. 


are principally dropped 


in collection 


National and regional scores from the survey have a 


95 percent confidence range, plus or minus about | percent 


“Now it is time to balance our efforts and focus more 


attention on improving customer service,” says Robinson 


he initial quarterly scores are in, and our expectations are 





that we will continue to see improvement.” s 


of the delivery performance of their business 
and personal mail 

Adds Lillitos, “We realized the only way we 
would know for certain we were meeting our 
service obligations would be to measure 
service as the customer experiences it all 
the way from letter box to the doormat 

We knew our internal measure did not give 
an overall picture, but we still were staggered 
by the discrepancy,” he says 

Royal Mail's internal measurement, adds 
Nicholson, depended on two, sometimes 
false, premises 

e There was no significant time lost from 
posting to reaching the sorting office, or from 
delivery office to actual delivery 

e People running an internal system could 
be trusted to report accurate numbers 

In addition, “much of Royal Mail 
management did not really accept we had a 
qQuality-of-service problem 


Turning things around 

Using “end-to-end” results to its advantage 
Royal Mail operations staff quickly spotted 
many bottlenecks in processing and delivery 
Many districts were able to find key areas of 
weakness in their operations 

We have 63 letter delivery districts,” Lillitos 
explains. “Using the new information, we 
now set service targets for each distnct each 
year 

Nicholson adds, “Internally, attitudes of 
management at all levels are crucial to the 
success of an ‘end-to-end’ exercise 
Managers must believe in the principle that 
Customer perception is key. That is how 


customers measure quality of service and that must drive the operations process 


What a difference a year makes 


The most recent independent figures put our next-day delivery scc 


re nationally at nearly 85 


percent. That means our service reliability has improved by more than 8 percent in the first six 
months of this year compared with the same period last year,” says Lillitos 

This is a record improvement for us and the best since our chairman first called for the 
introduction of independent sampling. We still have some way to go,” he adds, “but we have 
restored credibility and respect with our Customers. 
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We deliver 
in peace and war 












































a recent issue of the 


“Mail is like a drink of water 


they’d go bonkers.” 


Army Specialist Judith Huffman from 


Throughout history, in times of conflict 
and war — (left to right) Civil War, World 
War |, World War ll, Korean conflict and 
Vietnam conflict — mail has played an 
essential Tole in lifting the spirits and 
morale of our armed forces. 


Mail call 
from page I 
Desert Shield and now Desert Storm, the 
outpouring of letters and packages from 
the public has been at a rate never seen 
before in military mail operations.” 

Since the start of the operation, the 
Postal Service and the military postal 
service overseas have teamed up to 
deliver to Saudi 
Arabia an average 
of more than 


for somebody who's been out in _ 275,000 pounds of 
the desert for 10 days. If the 
troops didn't have their mail, 


mail a day, 
peaking during the 
holiday at more 
than 600,000 
pounds per day 
Arkansas Gazette That's equal to 
about one million 
pieces — enough 
mail to fill nearly 

10 large Air Force cargo planes daily 

The jump in mail volume was 
unexpected and dramatic. Adds Turner, 
‘Last August, before Desert Shield, the 
Postal Service handled an average of 
2,000 pounds of mail a day bound for 
Saudi Arabia.” 

Says James E. Orlando, director, 
Postal Service Transportation & Interna 
tional Services Office, “While this 


volume of mail is staggering and 


“We receive countless pieces of mail from 
people we dont know. Every time I read the 
letters, | get goose bumps. It touches us. It 
makes this little event here worth it for us. 
I'd like to thank the folks back home.’ 


Marine Corporal Christopher Francovich to an 


Associated Press reporter. 





transporting this mail a challenge, we 


have a tradition in the Postal Service of 
providing reliable service to Army and 
Fleet Post Offices (APOs and FPOs) in 
peacetime and in times of conflict.” 
The U.S. connection 

Sorting and transporting the mail to 
Saudi Arabia has become more complex 
as the volume has grown 

The basic handling — funneling APO 
and FPO mail from local post offices 
around the country to one of _ five 
gateway processing offices — is routine 
operating procedure for postal employ 
ees. But the volume overload has meant 
additional postal staffing at airport mail 
facilities 

Even more challenging in the face of 
this volume surge has been the transpor 
tation of this mail across the United 
States and to its overseas destination 

During the first six weeks of Desert 
Shield, the Postal Service sent APO and 
FPO mail overseas on commercial U.S 
flag airlines from AMFs to transfer 
points in Europe or directly to its 
destination 

After that, the mail volume threatened 
to overload commercial airline capacity 
at transfer points such as London’s 
Heathrow Airport and others in Ger 
many, France 
and the 
Netherlands 
The Depart 
ment of 
Defense and the 
Postal Service 
quickly agreed 
to divert mail to 
Military Airlift 
Command 





“People get really depressed 
when they don't get mail. It’s so 
hot out there, mail is one of the 


few things that makes you feel 


good.” 


Lt. Commander Elizabeth Ward in the 
Federal Times 


(MAC) flights out of two Air Force 
bases 

“Now we truck mail from the gate 
way offices to these bases,” Orlando 
says. “On some days, it takes as many 
as 50 trailers to carry all of the mail to 
just one base.” 
The Saudi Arabian connection 

According to Turner, it takes an 
average of 10 days for a letter or package 
to be delivered to a serviceman or 
woman anywhere in Saudi Arabia 

“That's pretty remarkable service 
when you realize most of these people 
literally have no fixed address and move 
around frequently,” Turner says 

“The Postal Service has done an 
outstanding job helping us ready the mail 
for transport and delivery by providing 
us a wide variety of equipment for use in 
the United States and in Saudi Arabia,” 
he adds. “The postal employees with 
whom we work are an extremely dedi 
cated group. We appreciate and need 
their support as well as the cooperation 
of commercial air carriers and the MAC 
flights.” 

At the air bases, mail is received from 
the gateway offices already sorted to the 
five-digit APO and FPO ZIP Codes 
(Saudi Arabia had nine a year ago; now 








OI}4 (EQUOISIH BOVUBE (SOG 


sO 


lé 








it and surrounding regions have 162) in large sturdy cardboard 


corrugated boxes called tri-walls. Military personnel build 
MAC pallets with loose mail and tri-walls, and then wrap them 
with plastic protective covering. Pallets are loaded onto MAC 
cargo planes and flown to Saudi Arabia 

After routine inspection by Saudi Arabian customs, mail is 
loaded onto trucks, each labeled with a different APO number 
lhe trucks deliver mail to other APOs where it is further 
broken down and delivered to individual units 

Armed forces “free” mail to family and friends back home, 
says Turner, is returned via the same route from the desert 
outposts to the APOs and FPOs. There, military postal service 


personnel postmark letters and sort them by the first digit of the 


ZIP Code to provide a primary breakdown, and to speed proc 
essing after it reaches the United States via commercial carrier 

Orlando and Turner note that interest in supporting troops 
now participating in Desert Storm has sparked greater aware 
ness of military personnel stationed in other areas around the 
world. Mail volume to all military personnel abroad has in 
creased over last year. = 








Anthony Ford (right), Dulles Airport Mail Facility clerk, loads packages in a “tri- 
wall” cardboard container bound for Operation Desert Storm with the heip of 

Sergeant Major David Sloop, a supervisor of Mails and Delivery in Charlotte, NC, 
whose Army reserve unit was activated several months ago. 











Delivery depends on the numbers 









Mail is the link, however tenuous, that 
connects the troops with home. That's why 
it's so important to address mail correctly to 
ensure timely arrival. 

“One of our biggest headaches, particularly 
when you consider the volumes of mail, is 
incorrectly addressed mail,” says Captain 
Jack Turmer, deputy director of the Military 
Postal Service Agency. 

“Given the current 275,000 pounds-a-day 
average mail volume (which peaked at more 
than 600,000 pounds a day just before 
Christmas), using the wrong Army or Fleet 
Post Office (APO or FPO) number can cause 
lengthy temporary and sometimes 
permanent delays,” Tummer adds. “The last 
thing we want is to have mail sitting in a post 
office or warehouse waiting for someone to 
match the name with the right APO or FPO 
number. We want the mail to get through.” 

In addition to errors in APO and FPO 
numbers, James E. Orlando, Headquarters 
director, Transportation & international 
Services, says that many of the vast 
numbers of first-time letter writers to military 
personne! don’t understand which APO or 
FPO address to use. 

“When writing to a specific individual, the 
letter writer must have that person's correct 
APO or FPO number,” says Orlando. “For 
someone writing to ‘Any Servicemember,’ 


there are special APO and FPO addresses 
(below) 


Another misunderstanding, according to 
Oriando, is the cause of delayed mail. 
“Some people attribute delays or the failure 
to receive items sent from home to 
overzealous customs inspection. In truth, 
most delays are due to incorrect 
addressing. 

“Saudi customs inspection is no different 
than customs inspection in the United 
States for incoming foreign mail,” he adds. 
“They even reinterpreted some rules to 
make it easier for Americans to send items 
to their loved ones, particularly religious 
items during the holidays. 

“The Saudi Arabian government and 
customs officials are cooperating fully in 
our efforts to get the mai! to our troops in 
the desert,” Oriando says. “Our job in the 
Postal Service is to tell our customers, 
friends and family how te address items 
Correctly and when sending packages, what 
items may be included and how to fili out 
the customs declaration correctly.” 

The following are addresses to be used 
when you are sending mail to any service- 
member. Never use these addresses when 
you are sending mail to a specific service- 
man or woman serving with Operation 
Desert Storm. 





" 


ANY SERVICEMEMBER 
OPERATION DESERT STORM 


APO NEW YORK 09848-0006 








ANY SERVICEMEMBER 
| OPERATION DESERT STORM 
| FPO NEW YORK 09866-0006 











‘Pride in 
Performance’ 
brings home 

the gold 














ontinuing to roll out a variety 
of employee incentive pro 
grams, the Postal Service last 
month launched the first phase of its 
Pride in Performance Program. In 
addition, a Catalog Sales Program is 
underway to increase sales and customer 
awareness of Priority Mail 

Like all “Go for the Gold” programs, 
these initiatives are designed to support 


objectives of the USPS Strategic Plan 






























and, as with the Olympics, promote 


excellence 


Pride in Performance 

Phe Pride in Performance Program is 
designed with two purposes: to recog 
nize employees who achieve results that 
positively support one or more of the 
USPS’ strategic goals — quality service, 
reasonable rates and employee commit 
ment — and to help the USPS provide the 
best, most efficient service possible 

If one of your co-workers notices and 
nominates you for demonstrated pride in 
performance, you're in the running for 
recognition and possible entry ina 
drawing to win a trip for two to send-off 
ceremonies for the U.S. Olympic Team's 


departure to Barcelona, Spain 


91 in Los Angeles. 





To increase its visibility as an Olympic sponsor and 
to test Olympic programs leading up to the 1992 
Olympic Games, the Postal Service this summer will 
participate as a “Gold Patron” at U.S. Olympic Festival 





Employees may 





submit the names of 


co-workers who dem 











onstrate exceptional per 
formance in their normal 
duties 

Those whose nominations 
are approved by the immediate 


supervisor will automatically become 


ie 


we 


— 


members of the Olympic Quality Club NN 
Bronze N 


members receive a recognition pin Silver mem 


and earn honors, which vary according to 
the three different program phases 
bers will earn a unique pin and T-shirt, while gold = 
phase members also will receive a specially designed pin and 
wristwatch 
In addition to other benefits, Gold Olympic Quality Club 

members will be entered in a drawing to win a trip to send-off 
ceremonies for the U.S. Olympic Team's departure to the 


Olympic Games in Barcelona, Spain 


Catalog Sales Program 

Among the thousands of business mailers nationwide who 
send out millions of articles each day, there is a group of some 
13,000 mail order and catalog companies whose businesses 
depend almost exclusively on the shipping industry 

While these businesses receive orders either by telephone, 
fax or mail, a majority do not use the Postal Service to deliver 
their products 

The Catalog Sales Program is designed to change that 

As an incentive to offer Priority Mail 
services, the Postal Service and the U.S 
Olympic Committee are allowing partici 
pating companies to display the USPS 
Olympic composite logo on their 
business catalogs and other promotional 
materials 

In exchange, the mail order business 


will make a donation to the U.S. Olym 


One of 14 corporations supporting the festival, the | pic Team each time customers elect to 
Postal Service will be the only sponsor of a statewide 
Torch Run leading up to opening ceremonies July 12 at 
Dodger Stadium. Opportunites for employee 
participation in the Torch Run will be announced soon. 

U.S. Olympic Festival ’91 is the last of three such 
events leading up to the 1992 Olympic Games. Previous | 
festivals were held in Oklahoma City, OK, in July 1989 
and in Minneapolis/St. Paul, MN, in July 1990. 


have purchases shipped by Priority Mail 


Employee incentives 

While the program is loaded with 
benefits for mailers and the Postal 
Service, it also includes special awards 
for postal employees who are instrumen 
tal in making a sale 

But, since all postal employees 


rom mail processing to logistics, anc 
f Ip g to logist 1 





™ 


UNITED STATES 
POSTAL SERVICE 


from technical sales and 
service to delivery and 
collections — play a 
role in making 
Priority Mail a real 
value for custom 
ers, the program 
prov ides a 


¢. system of 


—A 


When an employee 


matching 
awards 


qualifies for an award under the 
Catalog Sales Program, the installa 
tion head will receive a matching 
amount to reward the efforts of other 
employees whose tasks supported or 


contributed to the successful sale 


In the works 

Postal sales representatives at the 
national level have been contacting 
major mail order businesses to encour 
age their participation. Among those 
who have signed on so far are Current 
Inc. of Colorado, and Park Seed of 
South Carolina. Division marketing 
representatives around the country are 
also approaching mail order companies 
in their areas about the program 

In addition to immediate revenue the 
program will generate, it also has the 
potential of capturing new long-term 
business from shippers who continue to 
offer the USPS as a delivery option after 
the Olympic Games are completed 

“Since few mail order companies 
now offer the Postal Service as a 
delivery option,” says James Wade, 
director, Office of Olympic Marketing 
‘the potential for new business runs well 
into the millions of dollars.” a 


(“Go for the Gold” program rules, entry 
forms, nomination and selection forms are 
available from Division Olympic Program 
Coordinators and in workroom areas.) 
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3” plastic flyer and 32-a2. white plastic sport bottle. USA composite 
oc as QO 


C2 wsrar6 You — This T-shirt is made of a 
S24 MOM LILI 1618, $782 = 


&)_USPS340 White Beach Towel — This custom towel is white plush 
100 percent cotton terryivelour screened with five-color USA 
composite logo. 36"x60" 24.92 


C) usPs224 Natural Eco-Tote — Cotton canvas with extra wide 

Gusset and royal blue webbed nyion handles, trim and bottom. Red 
and blue USA composite logo screened on one side. 19"x12.5"x7.5” 
$12.92 








OFFICIAL SPONSOR OF THE | 
1992 U.S. OLY MPIC 








A USPS362 Teddy Bear — All dressed up 
and ready for a playmate. USA composit 
logo screened on shirt, 11” tall . $10.92 





B USPS330 Black Sport Watch — Tough 
plastic bezel, adjustable strap, black hands on 
a white face screened with full-color USA 
composite logo. Unisex styling. $29.92 


© USPS128 Natural Sweater — All cotton 
crewneck with welt jersey yoke and seed- 
stitched bottom. Ribbed collar, cuffs and 
waistband. Embroidered tan USA composite 
logo. S.M.L,.XL,XXL $44.92 


D USPS226 Youth Waist Pack — The 
perfect gift for all seasons. Constructed of 
200-denier nylon in neon panels of yellow. 
pink and green with orange straps. Screened 
with black USA composite logo. $9.92 


E USPS350 Golf Umbrella — Extra-large 
umbrella with sturdy eight-rib rustproof 
construction, strong wooden shaft and pistol 
grip handle. Nylon panels alternating in royal 
blue and white. Red and blue USA composite 
logo Screened on all-white panels. 58” arc 
$34.92 


F USPS106 Black Cap — Attractive cotton 
cap, white screened USA composite logo. 
Adjustable, one size fits all. $7.92 


G USPS104 White Visor — Cotton twill visor 
with comfortable terry sweatband. Screened 
with five-color composite logo. Adjustable, one 
size fits all. $7.92 


HUSPS114 White T-Shirt — Cotton blend 
T-shirt screened with five-color USA composite 
logo. S,M,L,XL. $8.95. XXL is $9.92 


! Stars & Stripes Fleece Shirt — 
Heavyweight cotton blend sweatshirt, splashed 
with red, white and blue stars and stripes and 
screened with full-color USA composite loge. 

USPS130, adult sizes S.M.L.XL,XXL. $44.92. 

USPS132, youth sizes $(2-4), M(6-8), 

(10-12). $39.92 


J White Headband & Wristbands. — Cotton 
Stretch terry with red and blue composite logo 
patch stitched on each. One size fits all 
USPS160 Headband, $3.92 
USPS162 Wristbands, $3.92 





Photos by Gerald Merna 


























© usps142 Black Satin Jacket —1972U.S. 
Olympic Team soccer player Joe Hamm (r) sports 3 
this lightweight jacket with a soft lining, raglan = 
sleeves, snap front and knit cuffs and waistband. F 
Machine washable. Embroidered red USA Hy 
composite logo on the front, red and white USA 
across the back. Unisex sizing. S,M,L,XL. $44.92. 

XXL is $53.92. 




















Postal rate changes support automation 


ostal Service automation plans received a boost 

from postal rate adjustments implemented Feb. 3, 

with many of the new rates designed to help the 
Postal Service achieve its strategic business goals 

“The Postal Rate Commission’s (PRC) recommended 
decision, in many ways, does validate the progress we have 
been making,” says Postmaster General Anthony M. Frank. “It 
endorses our plans for future automation and acknowledges 
recent gains in efficiency and productivity.” 

But concern that the new rates may not meet revenue re 
quirements prompted the Board of Governors to return the rate 
case to the PRC for reconsideration, while the recommended 
rates are implemented under protest 

“With all of the financial pressures we are facing, we cannot 
afford to gamble on whether the rate commission has correctly 
estimated volume and revenue,” explains Frank 

Nevertheless, says Frank, the PRC supported postal automa 
tion efforts by recommending rates that encourage business 
mailers to participate in worksharing programs 





“The new rates offer many opportunities to reduce postage 











costs — sometimes below previous levels — through work 
sharing programs that include prebarcoding, presorting and 
drop shipping,” says Frank, explaining that worksharing 
programs aim for the lowest combined handling cost for 
mailers and the Postal Service 


By 1995, the Postal Service hopes to see 40 percent of First 





BeLcium 45.5¢_ NETHERLANDS 44.7¢  ceamany 67.2¢ 


SWITZERLAND 39.3¢ 


= 


aa 
PUERTO RICO 


Presorted, 5 digits; prebarcoded 





23.3 cents 


Presorted, 3 digits; prebarcoded 
23.9 cents 


Presorted, 3/5 digits; ZIP + 4 Code 


24.2 cents 
"i Unpresorted 


* Implementation of this 
rate has been delayed 
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UNITED STATES 


29.0¢ 


JAPAN 46.6¢ 





29¢, the U.S. rate, | 
remains lowest among | 
these major nations. 





© Natonal currency converted to U.S cents 
© Foreign exchange rates prevailing on December 19. 1990 











Class Mail prebarcoded so it can be 
processed by automated equipment 
the most efficient and economical mail 
distribution system. The remaining mail 
will be barcoded by the Postal Service, 
or through contract remote video encod 


ing, Once it enters the mailstream 


International rates 

International rates and fees increased 
Feb. 3 at the same time domestic rates 
changed 

For the first time, different rates will 
be charged for mail going to Canada and 
Mexico because the Postal Service will 
pay more for the delivery of a letter in 
Mexico by that country’s postal admini 
stration. The Postal Service has estab 
lished a new half-ounce rate of 35 cents 
for letters to Mexico, roughly equivalent 
to a two-page letter. The full one-ounce 
rate for First-Class Mail to Mexico 
increased to 45 cents. The first-class rate 
for one-ounce letters to Canada increased 
to 40 cents 

Other countries are also increasing 
their international rates to cover delivery 
costs. For instance, Canada’s rate for 
letters to the United States will increase 
to the U.S. equivalent of 43 cents, while 
Mexico’s letter rate will rise to the U.S 
equivalent of 68 cents. g 


European postal 


cuss business a 


of customers 
of the multi 
1 market pie 
ors general didnt 
saw,” Says 
esident and chief 
r of the International Post 
on Group (CV IPC UA). “So 
es what they could 
chang ! lickly to Meet new 
service and 
Gaining the edg 


What these savvy postal businessmen 


pro demands.” 


roup of interconnected 
ties that would help postal ad 
inistrations cotiect act like a 
private corporatior 
In 1987. the EMS-IPC was estab 
at the Brussels, Belgium, Airport 
ul isportation system for 
ss Mail Service (EMS) to improve 
member countries Competitive service 
edge. (See “Hub connects the world.”) 
The followu year, they formed two 
more con ) e CV IPC UAasa 


parent 













company 
subsidiary called 
UNIPOST. These 
two, plus the EMS 
hub now 
IPC subsidiary a 
well are 
designed to 
provide the much 
needed flexibility 
that will help 
member postal 
adi istrat 
Gerard Harvey 
i110 
petitive in product development, 
technological innovations and marketing 
The hub, IPC and UNIPOST were 
small group of postal ad 
1 the European commu 
s and Canada two 
) grown 
into a major business venture with 21 
member countries around the world 
UNIPOST has a good working 
relationship with the Universal Postal 
Union (UPU),” explains Harvey. “The 
UPU is a universal legislative body for 


every postal administration in the world, 


4 





Meeting the 
worldwide 
business 
challenge 





Who’s who in UNIPOST 


Australia 
Belgium 
Canada 
Cyprus 
Denmark 
Germany 
Finland 
France 
Greece 
Iceland 
Ireland 


Italy 

Japan 
Luxembourg 
New Zealand 
Norway 

Portugal 

Spain 

Sweden 

United Kingdom 
United States 








Brussels hub connects the world 


At the far end of the main runway at the Brussels, Belgium, Airport lies the hub of Express 
Mail Service (EMS) in Europe. Deserted by day, at midnight this EMS transportation hub 
becomes the nerve center for Express Mail shipments from across Europe, Scandinavia, the 
United Kingdom, the United States, Canada, Japan and Australia. 

it also serves as a symbol of the increasing level of international cooperation, and a 
recognition that postal administrations must work together to compete effectively in the 
world marketplace. 

“Our mission,” says Neale Millett, EMS Hub manager, “is to provide to member countries a 
high performance, reliable and competitive international Express Mail transport service.” 
Partners join forces 

All of the hub’s customers are actually member postal administrations in the Intemational 
Post Corporation (IPC) Group and in its subsidiary UNIPOST — a multinational company that 
focuses on improving the competitive edge of member postal administrations in product 
development, technological innovations and marketing. 

“We were set up as a private company contracting services to member countries,” says 
Millett. “That way, we avoid the appearance of being controlled by any particular postal 
administration. But more important, we have the ability on behalf of all member countries to 
act as one company to cross international political and regulatory boundaries. 

“It’s a challenging job because we are breaking new ground in international cooperation,” 
Millett says, “but the 
potential for 
participants is 
tremendous.” 

Creating an 
identity 

“We already know 
we are as good as the 
competition, but 
customers, confused 
by the proliferation of 
names and logos for 
the same service in 
different countries — 

Datapost in the 

United Kingdom, 

Chronopost in France 

and International Taxipost in Belgium — often 
select a competitor with a recognizable name,” 
Millett explains. 

“Regardless of what EMS is called, it’s all the 
same product. If we expect to get repeat 
business the way our competitors do, we need 
to act as ‘one’ company with one name, and we 
have to do it now. We can’t afford to wait,” he 
says, adding that UNIPOST members now are 
taking some steps, such as Olympic sponsor- 
ship, that help unify marketing strategies. 

“Still, every day we delay, our competitors have the opportunity to make further inroads in 
the market. Some of their success is obvious by watching them,” Millett adds. “Federal 
Express and DHL have their own hubs on the other side of the airport.” 

A night’s work 

On an average night, hub employees move about 15 tons of EMS and 10-15 tons of other 
mail. “We know what is coming in on every flight — total poundage and whether items are in 
containers or are loose loaded,” Millett explains. “We monitor flights enroute so we can 
prepare for the peak arrival and departure times.” 

The hub’s mail arrives on 13 dedicated aircraft. About 40 percent arrives between 11 p.m 
and 1:30 a.m. The other 60 percent arrives virtually at once, between 1:30 a.m. and 2 a.m. 

“That's when we prove we can do the job,” Millett says. “All sacks have to be sorted and 
reloaded on the aircraft. The first outbound flight leaves at 2:45 a.m.; the last at 3:30 a.m. 

“We want to share our EMS pride with employees in member postal administrations,” 
Millett says. “For every employee in one country doing a job, there is an employee just like 
him or her at a destination country with the same attitude. If we give good service, we'll get 
good service, and that means customers paying for EMS will get good service, too.” 


Neale Millet, EMS Hub manager (left), says 
the hub will help unify Express Mail 
Services among UNIPOSF- member postal 
administrations. A hub employee (below) 
sorts EMS sacks that will be loaded on 
outbound flights 


while UNIPOST is designed primarily as a commercial entity 
“Our primary role is to regain and enlarge market share, to 
be direction setting for member countries and to harmonize the 


various international approaches to marketing,” adds Harvey 


“If we want to stay competitive and improve our position in the 


delivery market, we have to act as one business.” 
USPS support 
The U.S. Postal Service recognizes the value of working 
together. Says Edward Horgan, Associate Postmaster General 
“Membership in UNIPOST is one step the U.S. Postal Service 
is taking to enhance its position in the worldwide market 
“Our support of UNIPOST will complement our bilateral 
relations with some countries and working relationships within 
the framework of the Universal Postal Union conventions,” he 
explains 
“But UNIPOST adds a global dimension that will prove 
advantageous,” Horgan says, “as the consensus among its 
members grows stronger.” 
Working projects 
IPC, through its EMS hub subsidiary, already has made 
tremendous progress offering quality EMS transportation 
service. And UNIPOST itself has no less than 20 projects in 
the works to upgrade systems and improve service in marketing 
and operations for member countries 
For example, a critical first step is the standardization of 
barcodes and scanning equipment 
and the development of a track and 
trace system 

Says Harvey, “Previously, each 
member country used a different 
barcode system, equipment, labeling 
method and documentation. At 
UNIPOST, we developed an imple 
mentation guide for track and trace 
that includes recommendations for 
equipment, software and bar codes 
which virtually all UNIPOST member 
countries are now using. 

Another major project is standardi 
zation of customs documentation and 
pre-clearance for UNIPOST member 
countries, programs already in use by 
priv ate sector c« Mpetite ws 

“A pre-clearance program will allow us to obtain by elec 
tronic interchange customs clearance of EMS items before their 
physical arrival in the destination country,” says Harvey. “We 
also will have better control of the accompanying Customs 
documentation at origination and destination points 

“Member postal administrations and their employees tend to 
be preoccupied with their domestic business as opposed to 
globalizing their thinking processes,” adds Harvey. “Our 
internal challenge is to get the employees in cach administra 
tion to support the effort 

“The European market has a tremendous growth potential 
because the express industry is still a relatively young phe 
nomenon here,” he adds. “We must work together to share in 
the business opportunities worldwide. We really can’t afford 
not to.” a 





<4 Clowning around 
R. Duane “Moon” Williams (left) 
carrier and 30-year postal veteran, cheerfully 
rambles through the back roads of Missouri on 
his 107-mile route as he makes his deliveries 
in a little Dodge Colt with a picture of a clown 
painted on it. 
“What counts the most is laughter. It sort of 
gets to you,” says Williams, who started 
clowning a few years ago after he saw the 
instant delight of hospital patients when he 
was dressed as a clown 
“He is an extremely colorful individual and 
does an astronomical amount of community 
work,” says his boss, Postmaster Fran Trainer 
in Holden, MO. 
On many of his days off, Williams puts on ~ 
bright yellow wig, makeup and a big red nose 
before he performs as a clown named “Moon.” 
He entertains at parades, parties, hospitals or 
nursing homes, and he cheers up handicapped * 
and ce children at the Ararat a The running postman 
Shrine Circus in Kansas City, MO. Referred to by some as “the fastest mailman in the East,” Collingswood 
Also, several times a year he removes litter NJ, letter carrier Russ Jones (above) is a top-ranked athlete who has won 
on a two-mile stretch of road for the Missouri 120 athletic competitions in the last 10 years 
Adopt-a-Highway beautification program. I've always been a strong-willed person, and I've always had the inner 
Nearby, a sign says the road is being cleaned desire to do well,” says Jones, a 10-year postal veteran 
by “Moon, the Shriner's clown for crippled Among t are 10 triathlons (consecutive swimming, biking and 
n postal clerk Jackie children.” running), 60 running races and 50 biathions (consecutive biking and 
: ; Williams does all of his clowning for free. If running), including the last five Brooklyn Biathlons. 
anybody makes a donation, he sends it to the Jones has overcome many setbacks to be a winner. in 1979, while in the 
Ararat Shrine Circus fund. Says Williams, “I Navy, he qualified for the 1980 U.S. Olympic trials only to be denied the 
get a lot more in my heart than money could Opportunity to compete when the United States boycotted the 1980 Summer 
ever give me.” Olympic Game: 





tamps. She takes 
reates elaborate 

t anything as a base 
pe dispensers, desk 


In 1983, Jones was hit by a car while on his 
this is a great way to 


telist usual moming run to the post office. He woke up 
says Purvis. “But first a Bea <> =e =z = in a trauma unit with re damage to his inner 
t of canceled stamps thigh and knee, which resulted in his right thigh 
Racing toward being two inches thinner than his left Although 
doctors said running was out of the question for 
0 years, Jones began competing and 


pfully glues each one onto an object and then 
a Clear plastic finish to protect the stamps 
the Postal Service table she staffed with a dream P 


MP EXPO '89 held two years ago in 


Dan Coupland’s (right) dream is to race in Ww g races after seven months of rigor 
the Indianapolis 500 auto race. It's a tough training 
road for the average person to travel, but it Somehow through adversity I've been strong 
would be an incredible journey for Coupland, Says Jones, who hopes he can motivate others to 
Division at who is deaf. improve their health by exercising a little more. In 


Southern Maryland Division, Purvis says, “I fell 
1 | became a clerk in the Philatelic Sales 


Headquarters. And | The Oakland Division mail handler’s first love antime, he continues to train and win 


is cars. In his off hours, Coupland works on 
the stock race car he built, competes in local 
races and attends car shows. 

Coupland’s passion goes back to his 
boyhood when he would watch his uncle race 
and repair cars. 

“My uncle inspired me and taught me never 
to let my handicap get in the way,” he says. 
“He taught me many things about cars that 
have helped to prepare me for racing today.” 

Coupland worked as a mechanic for many 
years before joining the Postal Service four 
years ago. He is working toward becoming a 
postal mechanic. In Coupland’s dream book, 
that and racing in Indianapolis would be pure 
heaven. Until then, he finds satisfaction 
winning local races. “To win a race is 
exciting,” he says. “You feel like you are on 
top of the world.” 


Joanne Whitfield 
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(This is part of a series of articles profiling po: States in state, regional and national matches 
p > Olympians.) 
employee Olympia she said. “I was introduced to the interna 


tional side of shooting in 1975. It’s a different 
Former Olympian Kim Dyer today 


style of shooting, using different weapons 
counts on self-discipline developed air pistols and .22-caliber pistols. You use 
during her years of medal-winning 45-, .38- and .22-caliber pistols in U.S 
shooting competition to meet the national shooting 
challenges of active duty in support of 


Operation Desert Storm 
Dyer’s Army Reserve unit, the 94th 
General Hospital in Mesquite, TX, was fein 


“By 1976, my scores were competitive with 
the men’s. I had already beaten all the 
women. I made my first international team 


that year.” she noted 
activated in early January. “I'm ready to She struck gold in the 1977 Match of the 


20,” she said. “I know I can count on the Going fOr Americas in xico City, Mexico. She won 


Postal Service's continued support while another gold medal in the 1978 World 


1 am gone and when I return.” the id Shooting Championships in Seoul, Korea 
When Dyer first picked up an M-16 go “1 


got out of the Army in 1979 because that 
assault rifle in 1972, though, there was was as far as a woman could go in shooting 


no hint that this 25-year-old would hit the mark as a world competitions. Plus, I wanted to go to school 


says the 43-year 
old sergeant first-class Army Reserve X-ray technician 


“I quit shooting after I got out of the Army in 1979, and 


class champion. The first time she held the weapon, she 
was knocked backward by its weight. Startled, but deter 


mined to make the shooting team at Fort Polk, LA, she didn’t pick up a weapon again until January 1982, when a friend 


scratched her name off the rifle list and signed up for the in the Army Reserves wanted me to join their team and try out 


45- and .22-caliber pistol team 
From that beginning, Dyer, a 
window clerk at the Waco, TX, Post 


for the Pan Am 
Games,” said Dyer 

who used the GI Bill 
Office, never dreamed that one day 


to get a degree in 
she would participate in the Olympic solar energy tech 


Games. That was in 1972, and it took nology at Texas 
(Waco) State Tect 
nical Institute 

In 1983, | wona 


gold medal in the 


more than 10 years of practicing and 
competing in shooting competitions 
before she made it to the Olympics 
“When I pulled the trigger the first 
time, it nearly scared me to death, 
says Dyer, who had never fired a 
weapon before. “Firearms training 
wasn’t standard for women then, but 


Pan American 
Games in Caracas 
Venezuela. I made 
the U.S. Olympic 
team in 1984 and 
1988, but I didn't 


win a medal in 


I stayed with it because everything 


else by comparison was boring. It 
never occurred to me that I would go 
as far as I did.” 


| 


either one of 
The years of grueling training for 


the Olympics are still paying off for 
her today. “The mental- and self 
discipline, tenacity needed for 
training, and all the traveling for as 
many years as I competed, was really 
valuable, particularly when it comes 
to dealing with people,” says Dyer, 
who joined the Postal Service in 1982 competition at the 1984 Summer 
as a mail sorting machine operator Olympics in Los Angeles, CA 


could have made 
“It really helps me now as a window pam sd oh te : the Olympic 


Office. team,” says Dyer 
- “I think it’s great 
that the Postal 


them.” 
“If it hadn't 
been for the Postal 


ma 


Service giving me 
time off to 


practice and 


compete, and help 
from the Army 


Reserve, I never 


clerk because it takes a great deal of 
self-confidence and self-discipline to 
deal with the public.” 


Her stick-to-itiveness paid off in shooting competitions, 
too. A year after squeezing off that first scary round, her 
shooting career took off, although she was the only woman 
on military teams. “In the all-Army competition, I fin 
first in the women’s competition, but I competed as an indi 
vidual on the men’s team 


“From that point on, I competed all over the United 


Service 1s spon 
soring the Olympics because it will help a lot of athletes who 
can’t afford the cost of training to compete. A lot of Olympic 
teams are not as well-off as shooting teams because we're sup 
ported by the military. The Postal Service's support might help 
someone get to the Olympics. It will also help the Postal 
Service's public imag 
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Colonial Williamsburg: 
Virginia’s past and present 


i ured to a city that once echoed with speeches by this 
nation s I 


trom around the 


inding fathers, more than one million visitors 
world each year visit the restored colonial 
nsburg, VA 


| Williamsburg has long been a magnet for more 


capital 
But Color 


tourists 


The people, weather, location and sense of 


attract new lents each year 


Story 


“There ar a tremendous number of attractions and 


interesting to do in the area,” says Ed Smith, an acting 


deli ctions supervisor at the Williamsburg Post 


very ¢ colle 


Office 


4. 23-year Postal Service veteran, Smith and his family are 


community. Smith's wife, Linda, serves as an 
for the Colonial Williamsburg Foundation 
r guides dressed in bonnets and dresses 
three-cornered hats, stockings and 
t tours, answer questions about the 18th 
: strate the skills and trades of blacksmiths, 
shoemakers, printers, silversmiths and saddler-harnessmakers 
rea of Williamsburg, says Smith, is both a 


8 


museum and a living city where 
you can surround yourself in the 

ts and sounds of Virginia’s 
colonial past 

The city, about 40 miles 
southeast of Richmond, is the 
site of the nation’s second oldest 

William and Mary, 

founded in 1693. Six years later 
Williamsburg became capital of 
England's Virginia colony, when 
nearby Jamestown burned to the 
ground 

The city served as the colonial capital 
until 1776, hosting the convention of 
1776 that elected George Washington 
and other Virginia delegates to the Conti 
nental Congress, and then as the capital 
of Virginia until 


Williamsburg also is a great place for 





Window Technician Arlette Reed and historical 
interpreters from the Colonial Williamsburg 
Foundation (top), standing in front of the Governor's 
Mansion, discuss the traditions and lifestyles of 
Colonial Virginia in the 18th century. When it's time 
to enjoy Old World fare (above), Acting Delivery and 
Collections Supervisor Ed Smith (seated left) and 
Vehicle Operations Maintenance Assistant Ed 
Everett settle in at Christiana Campbell's Tavern 
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Photos by Gerald Merna 














he says, 


















Christiana Campbell's Tavern 


on shopping, says Reed 


each season has its own charm, 


Colonial Parkway, the scenic 2 


it Busch Gardens, 





4 visit to Busch Gardens 
entertainment park 


day. if not two 


Country USA features a four-flume water slide, giant wave pool, 


tions maintenance assistant Ed Everett 


according 


For Letter Carrier Lloyd Wallace, 


alive with activity, but not with crowds 


and visitors once again bring a low-key bustle to town 


And, for the younger at heart and spirit, 


A coach ride down Duke of Gloucester 
Street tor Letter Carrier Lioyd Wallace 
will offer a brief, relaxing overview of 
Colonial Williamsburg. The town's 

‘magazine ™ (pictured in background) 
near the center of town, contains a 
collection of firearms, shot, gunpowder 
and swords 


children to live and to visit 
according to Arlette Reed, a 
window technician at the Wil 
liamsburg Post Office 

“It doesn’t have the hustle 
and bustle you see else 
where,” she says. “People 
take the time to say “hi 

If visitors get their fill of 
history, they can fill up on 


food and shopping. Colonial 


Williamsburg’s taverns and restaurants offer a variety of Old 


World fare served in a traditional style, explains vehicle opera 


“The seafood is great 


particularly the soft-shellec crabs and crabcakes, which 
are regional favorites and specialties of local chefs.” 

One of Reed's favorite spots is Colonial Williamsburg’s 
Located in the historic area, it 
was George Washington’s favorite eating place 

\ short walk to the west, down Duke of Gloucester Street, is 
the 18th-century Raleigh Tavern, which was the center of social 
political and business activities when patriots met to voice their 
opposition to the policies of the British crown 

When history and food catch up with you, you can catch up 
Everything from antiques and hand 
crafted reproductions to modern-day bargains are available in 
Merchants Square and at a multitude of local factory outlets 


Opinions vary about the best time to visit the area, because 


to Everett. “The 


3-mile parkway that connects the 
historic triangle of Jamestown, Williamsburg and Yorktown, is 
beautiful when the dogwoods are in bloom.” 


fall is best. “Warm days 


and mild evenings ailow people to enjoy Williamsburg when it is 


An exception,” he 


says, “is summer's special Fourth of July celebration.” 
For Smith, December ranks first when Christmas shoppers 


One 


highlight of the season is the Grand Illumination of the City 
held in early December, when traditional wreaths, decorations 
and candles sparkle throughout the colonial area 

Except in winter, visitors to the Williamsburg area also can 
enjoy modern thrills offered at nearby Water Country USA and 
The Old Country 


But don’t count on being 


ible to pack everything into a brief trip to the area, warns Reed 
a 360-acre European-themed 
can easily consume at least one very full 


Water 


inner tube ride and much more. s 


(For turther information about Colonial Williamsburg and Virginia's Historic Triangle 
g Area Cor 


area, contact the 


and Visitors’ Bureau, PO Drawer GB. 





Williamsburg VA 23187-3585, ‘or call 804-253-0192.) 


“1 enjoy the program and the 
kids love it,” says Jan Bush, 
postmaster at Stuart, OK, about 
the Benjamin Franklin Stamp 
Club program. 

Bush is one of 2,000 Postal 
Service coordinators and project 
leaders who offer guidance to 
more than 42,000 Ben Franklin 
Stamp Clubs in public and private 
elementary schools and libraries 
across the country. She is 
responsible for starting 33 clubs 
in 16 southeast Okiahoma towns. 

“The Postal Service started the 
Ben Franklin program back in 1974 
to introduce the fun of stamp 
collecting to grade school 
children,” says Gordon C. 
Morison, Assistant Postmaster 
General for Philatelic and Retail 
Services. 

“There's a side benefit, too,” he 
adds, “but don’t tell the kids. It’s 
educational.” 

Club members are encouraged 
to learn more about the people, 
places and events depicted on 
stamps. To help, the Postal 
Service supplies materials free of 
charge. 

For instance, teachers and other 
club sponsors get ideas for 
student projects from the Ben 
Franklin Club “Leader Feature” 
publications. 

And each school year students 
receive several editions of the 
program's Stamp Fun newsletter 
chock full of news, games and 
question-and-answer features, 
all revolving around stamps. 

As acoordinator, Bush contacts 
local schools that don't have Ben 
Franklin Clubs and asks principals 
to make presentations io interest- 
ed classes. “I give the students 


a ‘Treasury of Stamps’ album or 
an ‘Introduction to Stamp 
Collecting’ booklet. The kids enjoy 
looking at them,” she says. 


sD a 
a Nae a 

“1 tell them stamp collecting doesn't on 
pensive. Then | perform a little magic and 
Stamp off of an envelope in a glass of water to show them 
how easy it is to begin collecting with common stamps. 
They really like that,” Bush adds. 

Ben Franklin Stamp Clubs can get the whole community 
involved in projects together. According to Bush, senior 
citizens organizations often will save canceled stamps 
and donate them to the clubs. 

Bush also has noticed more students visiting her post 
office. “Children come in to look at the new issues. This 
year we've had a nice variety of stamps and philatelic 
products. They really loved the space hologram en- 


ABOUT Atm 


velope and the Creatures 


of the Sea stamps.” 
The Ben Franklin Stamp 
Club Program is 


complemented by the 
many additional ways the 
Postal Service reaches out 
to school-age children, 
including the promotion of 
“Wee Deliver” and the 
Olympic Pen Pal program. 

“We think it’s a great 
investment in education 
and in the future of stamp 
collecting. it benefits 
everyone involved — the 
community, teachers, 
parents, the elderly, and, 
most important, the kids,” 
says Joe Porporino, 


Headquarters coordinator 
for the Benjamin Franklin : ; 
b OK, postmaster 
Hf you know of a school and Ben Franklin 
interested in starting a Ben reneged 
“ (above), shows 
Franklin Stamp Club, club members the 
contact your local program latest philatelic 
coordinator through your releases. (Below) 
Division or Management Stuart Public 
Sectional Center Marketing School | - ont 
Students lay 
Department. © their Ben Franklin 
Michael O'Hara _ 


Mr. O'Hara is a marketing 
specialist in the Stamp Product Development Branch 
at Headquarters. 
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spark stamp interest 
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Satellite network links divisions 


The inaugural broadcast Dec. 19 of the Postal Satellite Training Network (PSTN) marked 
the beginning of a new era in employee training. Satellite training puts a classroom on 
television, so lectures, illustrations and equipment demonstrations can be viewed by 
students at each site. Field divisions received their introduction to the PSTN from (left to 
right) Elwood Mosley, Assistant Postmaster General for Training and Development, 
Postmaster General Anthony M. Frank and Associate Postmaster General Kenneth Hunter. 


Happy 20th 

Conceived in 1970, the U.S. Postal 
Security Force marked its 20th 
anniversary last fall with a gala 
celebration to recognize a very 
special group of officers — 
members of the first graduating 
class who are still on active duty at 
the Philadelphia Main Post Office. 

The honored officers — Liberato 
M. Gioia (r), Charles R. Crawford 
and Edward W. Smith — joined 27 
other men and women in 1970, to 
form the first class to receive its 
training at Temple University. 

Known as Security Aides when 
the program first started, officers 
today like Gioia and Denise Henry 
(r), receive Postal Police Officer 
Training at the Career Development 
Branch (Postal Inspection Service), 
William F. Bolger Management 
Academy, Potomac, MD 


Andrea Griffin 
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‘Air’ Mail 

“Mail Call” for almost one million 
Hawaiians doesn’t mean looking in 
the mailbox. Instead, it means 
tuning in the radio to hear the latest 
postal-related news, or to learn 
about postal services and products. 

The one-hour radio show, entitled 
“Mail Call,” airs every other 
Thursday from 7-8 p.m., “and gives 
the Postal Service the opportunity 
to discuss positive and negative 
issues,” Says program creator, 
coordinator and host Richard 
Yoshida (above right), who is manager of Technical Sales and Services for 
the Honolulu Division 

“The program also gives the public a forum for comments and 
questions,” says Yoshida, who launched the program a year ago with a 
show devoted to Express Mail Service 

Since then, program topics have included mail fraud and other postal 
crimes, philately, dog bite awareness and safety. 

“This gives the division an opportunity to take an aggressive stand to 
show the public what the Postal Service is all about,” says Yoshida. 
“Radio time is reasonably priced and the payback in image, information, 
understanding and knowledge gained is priceless.” 


Eating up the job 

Sometimes weeding “gets your goat.” So, that’s exactly what they got 

Lucifer, a recent addition to the Hudson Station work force in Stockton, 
CA, “is a star worker,” says Station Manager Ron Chambers. 

“We were trying to figure out how to deal with weeds growing in the lot 
and gully behind our year-old facility,” says Chambers. “Maintenance 
worker Paul Brummett said 
‘Get a goat,’ so we did.” 

“And it’s probably a 
first,” says 
Chambers. 

Brummett must 
be happy, also. ff 
it weren't for 
Lucifer, he'd 
most likely be 
doing the 
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